

























































































































































































































































































































































































































































































































































































































































































































































Most recent year 2007 2009 2008 2010 2005 2000 2009 2004 2007 2008 2006
ROI – Visitor spending 
per Ad dollar 180.00$     305.00$     193.00$      147.00$      48.53$       52.64³ 46.81$       50.00$      123.00$    $ 134⁷ 70.80$       68.18
ROI – State and local tax 
revenue per Ad dollar 14.95$       20.00$       12.96$        9.00$           $ 3.43⁶ $4.62¹ $2.54⁶ 3.50$         9.00$         $ 5.00⁷ 5.00$         4.73
Visits (millions) 5.5 3.35 5.97 0.18 0.89 1.957⁴ 0.5 1.2 1.04⁷ 0.68
Visitors per Ad dollar 1.25 0.24 0.56 0.06 0.26 0.56⁵ 0.35 0.71 0.61 0.27
Campaign length 
(months) 21 12 15 5 12 6 12 12 12 12 12
Advertising expenses 
(millions) 4.40$         13.70$       10.74$        2.78$           3.40$         3.50$            7.60$         1.41$         1.70$         1.70$         2.50$        
 Annual economic impact 
of all travel ‐ total direct 


























(millions) 31.00$       50.00$       15.80$        67.50$        30.00$       8.90$            10.00$       11.60$      3.30$         11.50$      18.10$      















































































































































































































































































































































October 1, 2010 
  
Tourism Marketing ROI study 
Overview:  Explore Minnesota Tourism (EMT) is the state agency responsible for 
promoting travel to and within Minnesota. Considerable resources are invested in 
marketing Minnesota as a destination to potential travelers. The expectation is that 
marketing efforts will enhance positive perceptions of Minnesota as a travel 
destination, increase brand awareness, and increase travel and associated economic 
impacts throughout the state. In order for EMT to better estimate the return on 
investment (ROI) of its marketing activities a review of state-level reports and 
assessments for tourism marketing of other states is proposed until budgetary 
constraints allow for more direct assessments.  
Purpose:  To identify and compare state-level approaches, and results of tourism 
marketing return on investment analyses 
 
Methods:  Review of state-level reports and assessments for tourism marketing to 
document: 
• Marketing budgets (total) 
• Marketing strategies where return on investment (ROI) is calculated 
• Methodologies used to calculate ROI  
• Results of ROI studies 
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Making a difference for 
• Communities 
• the Environment 
• Families 




Appendix - Tourism Marketing ROI Study Initial Agreement 
21
Process: For this study, different state marketing programs are of varying levels of 
interest due to geographic proximity (e.g., the first six states listed above with 
asterisks) similarity of product and/or marketing efforts, and prominence within the 
tourism marketing community. In addition, it is anticipated that states will vary 
considerably in how they address tourism marketing ROI, including instances where 
multiple states may be very similar due to using the same research contractor, 
impacting their relevance to this study. With this in mind, a higher level review of 
the ROI efforts of states will be useful in paring the list to states that warrant 
additional, more in-depth investigation. An initial comparative table of higher level 
ROI-related information will provide information for all of the states listed above, 
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